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1. 3UBIC

TAYHCRAELZY =T T4 V7O %MD &3 b5 — (Butler, Ralph Starr 1882-
1971) 12w ED o WAWGREB R L HEH % L2 Aa LTS E2—Fr 74 ¥ 7w
IEECTHRNIIE LD TRIALZALEL S, bbb oA, 19 AR KED S BITER L5
BTk, BEEEERDY, DI, WFEEDLRERLIERTY—F T4 v 7L w) %
PEH SN T2 LSO L b5, L2L, 3-o& ) LFEEORTY—F7 T4
YZEVH)BEEMAT IV o BRI RIDODPN T —, ZEONTHoT2 ZDH
VEDY Marketing Methods and Salesmanship 1914 4RV 1213227 5 v,

LITAT, TOL) RN LEEOREN~Y—T T4 V 7HIKE L wbihlb HART
WEFTRERDPSZDTHS I 0%

BRKEE, TAVITY—=T T4 Y TORMNHEDIBTE L E, Wil T—dfNs
NDEIITholze REMEME, 227 7 =2 (Converse, PD.) @ 1959 4FEDFED & /3 —
TV A (Bartels, R) ® 1962 fEDOFEY THH 5o HAT/N b T =2 SN0 -,
BESL, N=FNVADZDOFEEIZ T EZ BN,

TlE, ZOFEFITRKEINE AL SNE Do 72Dhs WEKFRE KBS 53 b
T —OFME 1916 FFRTH 5P THITiE 1923 4F (KIE 12 4F) OBIBRRERICZ L b #id %
ZF X EHEEBOOT A ) A L) FW SO LRSI N TV D, FRERIIAY
Thbo Tz, WHREEREMNBKEHEIIT 1953 FIC [&KRRAZ F7] L) ZokED
) =X ETMFEEN, RSN TS, NN T —DOFNEL, 1917 4R D Marketing
Methods & 1919 WD Marketing and Merchandising 733 5% b7 &I, RFEOHH [ K
AEE] AN T —OFER P L 2N o

EIRD, TOFEMRIHARATREUEMRICEL2NZY 37 (Shaw, A. W) DO FAEY
BEECBRICMN AR o/eb L, &) DL, ZOFEEDIEFTIC Alexander
Hamilton Institute (LAF AHI &Wg3) 3ZIRICH5L5 KO T2 AEBHEHZHITLT
BY, NFIT—DFERZTORDO—2\2F EF, F— - BKRKIRENS, HAORHERMR
MAADIRIZE L eV B o72DTEEVD, 9 bbb,

1914 £ D F AL, /5 b5 — D [ Marketing Methods] &M = A2 X 5 [Selling and
Sales Management] 7> SHEREND DS, T A HIZBWTHOZ DO BARK TR



FAURERF R 428277

LEEES-TH EL, FI SN YO REZBIAED [Fortune 500 US Companies] &
HARTHRLE, TAYAREELOUNDP L DHLER S22 %0,

& AT, REWRAD N =N = FRR—= 7 —EHEOH T [ 2 E—jEE | & BN -
TW2DERTWL, E, FHEOHEIAMDATBLUA ¥ 5 —% v M TOREI TR 2
0, POTLHIDFEEE VDN AEEZBLTCY =T T4 Y TOREEMBIENTEDL LD
b 7% o7z,

NI T —DFEEOBRIZOVTIREFOWEND ), BLEEZLT LI LIIAETIER V.
AFiTid, BROBRTHY 2 72HERCERLMEZ AN T 2DIIED L5, ThIL)<—
TTAYTmDNELLBRFOE VA ARENOHEEIRE NUTFENTDH S,

2. HREBFOHSBEEFNER

T3, AHI OISO, RO T A ) A ORFEHMBLTBZH7,

T A ) H OREEEARL 1812 E DK KM S & b Vb LB RIS A BRI SIS
L7ze TRIENTHSOEK EEEDORIEZ O LD, I—F7 T4 Y ZORME LD
IR RN TH Y, AEWSEBRENTH Y, MIBHORESIH T %
Molze L72hoT, HMNREERZ BRIV - X b7 2RLETHEEDOW A5, Z 1
T, WL DBEVIZRER T =751 X 5B ENOFMBGEs @ TH 5720 ThH
FERH A 20 & 18 ALK IEIZ T COMBOIEARANLTH 720 F72, WA B I
MAREHTEZ ATV, KRZIE, BO/AREICEEDD, WVimiEZkicblzo Tz,

1830 FERD#D D IZIE, T AV HOLHIIMLELPOLIERH SN, Zh2ELEED
FIRERNIL L 720 F2RBROWAIL X B ACIOBEMNIIEROTHYBERICELE 725 L,

EIFEE IR O 2 ) B % IS 2L L, Gl O & & I, HT LB
OHHHIRE Y, W ONTEER AW OHTEHEZ M LA L7z, HEEIREM S
NierFI—~<— (HEOX—IVATY) BICL AWV ESE LIED. HRORF T —1Z
ZORERNLEEEKZ, XRFT—O—HIZZOMITEREL, NEED L VIZIFEO RSO
HYEITEEE L o7z WRIGEDEBHIIRF S =12 LD FHI Lz RS —3EERD
BEBRPOLHZ TV o7,

1861 4E2 5 1865 4EIZ AT TOW LS & Z 0k 13, AL OB ER I $ 5 #5300 - Bub
W) OfEDR, Elofk—, GBETFEOFE, TRNEMILEEORE, Z L CENTHO
PREDZ2H LIz 7 A 13 1880 AU RFERE 2 S TR L LA, Ev s - ET A

BIHOBEIPHPNT=OTH - 720

Ey Z7-EYA A, Fx¥ ¥ F7— (Chandler, AD.) 1ZXIUE, 1850 41284 2 VailiiE D),
TEPGE O, EENTROBR LML, EAB XN ORI, B, Zh
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HHZ DM, AV AVIENERERNE LTABELLEDOTH S, 72, ERO—FFAHE
B LFDEE A YA Y MIERBEEBI W, BEEHEAORBEEEZ LY,

CZIERY, REEII—FT T4 YT OPENER I EE () ETHGOFETH DL LM
5Tl b, BEETIIREERERIEY, ZUIKERTZLRILL 72, S ITE
OWEEFEBT LI LR LI, BEEDFAROATETH L, L ITHBMIIH - Tk
eI KO L 22 50 REZHE £ —IL A~ VBEIRIC X 2 RFE~OBGEIRD SNz,
INH 20 RO T A I DRTH b,

DR, 1914 4E~ 1918 4E D SE— K PRI~ D SR, 0B, M, 1929 4FE05
BIEDOREREERT, =2 —FT 14— NVIEREZAZ 2, UTICHERS AHIO—HOE Y % X
YHEWEEE, COMARRREZERLLTHBESNOTH S,

3. Alexander Hamilton Institute (2T

(1) BIEEORZE"

[ D347 5 M1 Forging Ahead in Business (2 & % L, AHI I 1909 412~ A AW
WXko TR NI E v,

— N2 —3— 7 KRFEREFHREZ B2 a3~V ~ (Johnson, Joseph F. 1853 ~
1925) TdH 1, flio>— Al the National City Bank of New York Ot & ooy v 51 »
7 (Vanderlip, Frank A. 1864 ~ 1937) T& %,

Ta vy sidn—— FR%E 18T FICKFER, N v TBUGKEFZIBD, RO
EBICHEDLY, AT P Ca— VIO L, i, T Y v TIRMFIHRZ R
WML T, AV /A KEREE HT - M Ca2—VOiELhol, £2TYa VI r0
BRICETD, ZANEWE - BFOHMEZE)HIME L7, BRIV AT - P Ea—V
OMER L L oieya vy VIR ELTT 7 v ¥ v TRMZ, ThERRICZARESS
[T L R AYAR AR I

1893 LA, Y a vy Y RHERICOE, U— by REE, vy 7 K% #% T 1901
o a—a—r ROHRE LT,

TrrF) T AT M) Ca—VOMEREYIBITL, TOHVERIFHTH- T,
ZOIEALEPIT Y B TR TEIRRERF 215072, 212, Economist iDMEH L % b, KE 7%
U, <y ¥ ) —KEHEOMBRE % B© 72 the First National City Bank of Chicago
HEDOF7— (Gage, L. J.) OMEBEEITEGEINIZZ L TH o7 1901 412 the National
City Bank of New York Ot & 720, 1909 £ IHEICHTT %,

PO T 3y rob LITIZ LI LIZEEDE L TV 2 shBEN ORI I 5 v
HGLENDY, EIEDSTZDIZEALGBREZTRALZL IR L VI DD THo72E ),
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Hugbeid, HUALZII LD, REOTLH, HLVIE, RI LTV LIRER,LLTH-
7oo Mg, EVRALHTAIEREIIMOTORL, o/l LTH, TONFREDLVD
DTHolzo FIVAHAWET, Varvy ¥y R RIMWT 2 mBLm 0 LY 2 EEOE
VL LEEEEMB e o T2,

MR BRI NG 2 4% C 1909 4RI AHI 2 AlfE L7z ZARIZOWTIENI LV b
> (Hamilton, Alexander 1765 ~ 1804 4F, 7 X ) # G REMNAMBEEE) ULo#Et) k4
W2 BVORnkholzhrbThHozb v,

2D L HIZLT, Modern Business Course and Service (LLF MBCS &lE9) &wvi9 4
BOHLICEI A AMEDOFEEDORITE ZIME) —HOBEREZRIGLZOTH - 72,
B, [AHIZBIAE Capitol Information Group, Inc. 42 F @ Business Management Daily 1
WIS N7 BT %

(2) MBCS (Z2W\WT™
1 EBAR
FFLOEBEIIHICE Y A ABEOEHTITB L OZOWRTIZE EF 557z, FAfkiE—
HOFEHLZEIEEHED B B ol Tl RIIBIIAEDOHIIZOVT WD AL 7215 T
3% <, RETHROBDZ HIETEHE VAL DR E LT, 2O —AZBML7ZA% I,
THEDZYVUTOL ) RIREEZT S L TEL, 194ELRTON ) F 25 JIKRO &
IBDDTH-o7
1) Modern Business Texts T E A b
2) Modern Business Talks T ¥ A FDFH]
3) Modern Business Problems FRffEE & 2235 AE1T 12 % 597 [
4)  Modern Business Lectures FEHR7:H (2 & 2 &EATE O FHIH
5) Modern Business Service e & OB BINE (MK

)5 B TH o 72HENED, 20 FIZEOBICKEICHEZILAL, DTOXH IR

fLLTK %,

1917 4 1921 4¢ 1936 4
Texts Texts Texts
Talks Talks Talks
Lectures Lectures Lectures
Problems Problems Problems
Monthly Letters Monthly Letters Reports
Reports Financial & Trade Reviews Bulletin
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Service Reports Personal Service

Service

Ty Y 7ART/RLUZEHED, FzlBMESNHETH S, Lectures & 30 HFij 4D/
7 TH5H, BHL#EM-BICE, 28 2E ARER»SI3EEIEO Wanamaker,
J. % United Cigar Stores ® Herbert, H.S. 4% 4@l A % 5 1% Chase National Bank, New
York @ Hepburn, AB. % &3\ 7z, T Ofth, &S, FARERE R ELEICH 53R E
LHDH O ORERE - 7285, NS IZHBINIFEDO LR TH - 72,

2 {HBT VDR
R e L CHRED 7 — < ICBEB RO N2 DIEUARTH b0 TEGERDZ VDT,
DI 722\ A3, 1909 4~ 1936 EFD T —<IELTO LI 124k s L b s,

F1 11909 4~ 1913 4F
Applied Economics
Organization & Management
Selling

Advertising
Correspondence

Credit

Traffic

Accounting Practice
Auditing

Cost Finding

Corporation Finance
Banking

Foreign Exchange
Investment & Speculations
Insurance

Real Estate

Commercial Law

[17 7—~]

Fz2 1913 4~ 1914 4F
Economics of Business
Organization
Management

Selling

Credits

Traffic

Advertising
Correspondence
Accounting Practice
Corporation Finance
Money & Banking
Banking Practice
Foreign Exchange
Investment & Speculations
Insurance

Real Estate

Auditing

Cost Accounting
Commercial Law

19 7—<]
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K1LR2OTY v ZRTRLIEERBD, £3DHFK6IIHD X ) ITRIC Marketing

Methods B & O Salesmanship 12,

3 1 1914 4E~ 1916 4
Economics of Business
Organization

Management

Marketing Methods
Salesmanship

Advertising
Correspondence

Credits

Traffic

Accounting Practice
Auditing

Cost Findings

Corporation Finance
Banking Principles & Practice
Foreign Exchange
Investment & Speculations
Insurance

Real Estate

Commercial Law

[19 7 —<]

#5 11921 4F
Business & the Man

IO FF A MIBITT 5,

x4 1917 4

Business & the Man

Economics of Business
Organization & Control

Factory & Office Administration
Marketing Methods
Advertising Principles
Salesmanship & Sales Management
Credit & Credit Man
Accounting Principles

Cost Finding

Corporation Finance

Business Correspondence
Advertising Campaigns

Railway Traffic

Foreign Trade & Shipping
Banking

Domestic & Foreign Exchange
Insurance & Real Estate
Merchandising

The Exchange & Speculation
Accounting Practice & Auditing
Financial & Business Statements
Investment

Business & the Government

[24 77—~ ]

%6 1936 4
Business & the Man
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Economics-The Science of Business  Economics

Business Organization Business Organization
Plant Management Marketing
Marketing & Merchandising Business Correspondence

Salesmanship & Sales Management  Corporation Finance

Advertising Principles

Office Administration
Accounting Principles

Credit & Collection

Business Correspondence

Cost Finding

Advertising Campaigns
Corporation Finance
Transportation

Foreign Trade & Shipping
Banking

International Exchange
Insurance

The Stock & Produce Exchanges
Accounting Practice & Auditing
Financial & Business Statements
Investments

Business & the Government

[24 7—=<]

Accounting Principles
Credit & Collection
Banking

Personnel Management
Real Estate

Commercial Law
Salesmanship

Advertising Principles
Advertising Geography
Advertising Campaigns
Sales Management
Transportation

Cost Finding

Office Administration
Factory Management
Insurance

Budgetary Control
Financial & Business Statements
Corporate Consolidations &
Reorganizations
Investment & Speculations

[26 T—=< ]

YLE&AB X 9512, Seling 7 & Marketing 3 & 0F Salesmanship & 7 — < A5% ¥ (2
o7 DIX 19144 TH Y, WHHEIC Marketing, Salesmanship & Sales Management, 3
& O Merchandising 2 4 8 L 72 @ 13 1917 4 ¥ T & 5. 1919 4F DL &, Marketing &
Merchandising 23— KL S LT %, 1936 FEITIT A% B o 72 I FR KRR O R F IR %
WL 727 =< A58 LT bhe MBCS OIFHENFIIRBICZIAZR Y, LB KA
FHOBBEBNFIHMUL T B
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3 MBCS DZHEER, FHLELLEN, TXAMEAKXE
1936 4EDOEFHAKIN T 2 &, Tl EFILEMAEE 40 TATH 5. BB 5ZiE
DD Z CIFTRHENI LT O@E ) TH 5o

R7 - REE OB

iR 7 A 51,397 12.3
‘'R A 67,719 16.9
HEs 7 A 36,919 9.2
AV X — 71,832 179
Rl 7 eV 14,947 3.7
P 17,861 45
i 9,634 24
EEE R 32,436 8.1
B 6,222 1.6
Tk 21,121 58
Aty ik 41,252 10.3
Z DAt 28,999 73
Al 400,339 (N) 100 (%)

VERD X, ZilHEEIEEOKEIELNoT0DLY, PHEULEPEEOC LY v—,
Wiy, BHEBEOIHID S, 72, HNBREOZHENEINIS W E R 258, R H R
BB REDO R E BRORBEZR > TETVWLI L EYFES>TWD, 22T, HlFEIZY
AR EHEE S 2 WVITHR 2RO 5N-DTIEH 5 TV

My, sZakL7o280E 113 41T, 4, PRB, o, A, AR EESE THEM RS
AN, &EZICbizoTwh,

THEEONRE AL L, AMBEAED 114 (97%), 52 WEZED 60 1 (53.1%)
BIOEIKEEN 424 (372%) LhoTWh, HE2REETIE, HEMAESEIZ IS
T, FHEFIIREM GO P&G 1, &8 D 5 VW I3TEHEE O IBM 41, NCR 4,
Burroughs #t, &M TIZ 2 5 v & — ® Nabisco £, KW ® Armour 41, Swift #, B
X O Wilson f:, KETIE GE #+, FJHFTIZ GM 4t & Ford #2544 2 A Twb, G Eft
EGMALIZ 1000 AN E B2 Al # L TWwb, AP Cld Bethlehem #8k4k, US
Steel £, DuPont L7 E2YH Do 45 3 KEEEARM TI, 42 1L, S@PRFREIE 37 18
FdH D, W THERSGEREAAT 10 11, PG3ERE Tl A&P #1, FH 5 D Montgomery #,
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F 72 Gimbels #:7% & 8 4L CTH % . ATMBIH S Tl Standard Oil #1725 1594 A O Zili# %
LTWwb, YKEOH A 725 REPZTHRAZZY)H LTV EF o TV,

MBCS ®F ¥ 2 b M L7z KF#IE KT 60 KU EZ R 5o BEA S HPEEIC AT T
DRFAHERLTWDA, =774 Y TR BALZHENLTVWDE =2 —3 =7 KREPLT [ A
VY URFIBROZIEELT, arYETR, YATKR AV IR I TVHIKRRA
I—NVRKEEMFRAL TS, 2B 1911 5FELE, 2 FFMb TSN L) TH D,

ZHOBHIIOWTIIRE LA LB AHTH %,

(3) HBFOET XAHBEDRRY

1910 FLARE, 7 A AT BIT 2 EBIREHE X AHI O T 0y = 7 PSS AL 72,

hitt—NVAS v vy TICHT BEAMEEE LTIE, 1888 4FAITID Printer's Ink % 4
JHE LT, MgETix, AW. Shaw #LFI4T D System: Magazine of Business ([]7E1Z 1928 4
1 McGraw-Hill #1012 B U E 1L Business Week & 72 %), FEHEE L TIE, System £ (AW.
Shaw #t) 12 & - T 1909 4 IZ Student’s Business Book Series 254 11 7 —~ TH & 1,
Hall, SR. (2 & ) @15 #0H #hf Selling Sense 4% 7 %75 1904 ~ 1913 412 FI47 & 1, [ L <
1912 4£4H, International Textbook #:iZ & V) International Library of Technology ® % A b
NV T—HOEBEIHITE N TS,

We B O M OZEL LTIk, 7318894 DT ¥ — F (Goddard, F. B.) ® The Art
of Selling & 1904 4ED T X % 7 )V v 77 (Estabrook, P. L.) @ The Science of Salesmanship
ZRITHLTIR RS T Ve MFRZT AU AICBT WG t— VAT Y Yy FICHT 55
DL EWVWbILD, RIZ, EBFHELE LTI, K=< (Holman, W. C.) ® Ginger Talks
BT 72w IR 1905 SERIE 15 iz & bt b, EIFEIZ The Talks of a Sales
Manager to His Men &£ $H 5 X )12, BITE LV 22— VR - ATV ¥y —2 0TI
TERELELDIVZ D, TSR EMORHEZMZ LI TH %,

)y, FECOT X ) ADORFIZBNWT, EVRATY (KEZ2EL) WROEBEHEFD
fibhTwize NEI =3 191 EICEBLRO Y A 23 v ¥ ¥V KBEHE OHM OMERIZH
Teo 72, TN 194 SEOFRICHRET LD TH S,

bHHA, BICKFMEDE YRR « A7 = VIEHFHEL T2, 7A YA T—FHVOIE
1881 4EAI7%® Wharton School of Commerce & Finance, XY Y VR=T K TH 5, oD
ZbYBHIZEYHATRES) 7+ V=T RISKRES K, 1900 F121E7— < AKRIZ, ZL
T=a2—3—7% KIZ School of Commerce, Accounting and Finance 2Si%BE SN TW5b, 4§
IR, FHMERL T, —a—IF— 27 KO#ERIEER#ETH 722 Th Do

EC, koY YRR - A2 —)Vid under-graduate, Bl B Z#EREA 7 5 AR TH -
7ehs, REFBRAEZ 5 AR DOE TR X - 27 —)Vid 1908 4EA#% D Harvard Business School
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DFEAF THR72AIE R O b o 720 1898 AEED L FRFANT, [73) Bug¥ bl o X9 24t
REG EORBBHOBE L KD LFENH - 72205, BAEWMIZIE, 74 (Gay, Edwin F.) %

W& & 3% Graduate School of Business Administration %% 1908 4E I S L5 1ICH
7zo T, AHIRRV.O 1R CTHh o 720 BWATIE v BROEFH IR THREL 720
Thbo

LA, HBSUWDOA ) F 2T 22/MALTEBI I, ¥1B% H I Principles of
Accounting, Commercial Contracts, Economic Resources of United States ( Z 1L 1& = —
rr4 v OwE), BRI HIZREWN L D% 21F 5 L Banking & Finance, Foreign Ex-
change,Investment, Transportation, Accounting Practice, Commercial Organization &
Methods, Industrial Organization %2 & T&H b, MBCSDOTFF A+ DF—< LI L TH KR
EEDLLLEIAEF LN DI S,

4. Marketing Methods and Salesmanship (22U T

(1) NPT —EHEZORAN

NET—=IZOWTHALTBIH Y, 188241
M, 1971 4R IS 2o TV B BRI R T 72 B[
FODHUEIARADWMFIZ L LI EL, EF
CHEEZANTH D, PRGHZ ZORBEOKRE E L, US
Rubber L% % % #& C General Foods fl: % i % DML &
L7z [EEEROTEON] EHESh, HEE FEK
M. ENTZANTHo7zbvbiis,

[R=Tr 74 7] L) FELOMMEG L, 1910
AT A 2T ¥ R TFD 72845 80F bt o #EAii 12
L FEo7z0 BREOT XY HITIFILERIEEL—IV A 2 ;
RV TREDFEIFLELTNTYH, £ T@V*®$m%%»$m AT REIEH)Z
DVTIHE, bhTwhhole /N T —1d PRGHTORERD S, Wocs ) ITE %S
FTHHCRAREFMADH S Z L2 Mo Tz 7285, SHICHT2ERHNIGFAEL TV Ao
7oo FIT, NEI—ldINEFEEWH) ZLITLZE V),

ZNA% [Marketing Methods] & L7zl BEA 6 0t o#EA &2, ThzaIRic LChih
@ 1911 4ER MBCS 7 F 2 M 9 &% D% 2 #F Selling and Buying 258 St wbh b,
FLTIMAEROZEEINF T —DI A4 220y VY RICERTOBETH S, 1916 E121F
Za—IF—I7RIEBVHWAE L > TS, LA LEED 1917 41213 US Rubber #1128 D,
ISR R 7 & & LM%, 1926 4EIC General Foods fL O 1i & Postum 112 A%k, JAHHMSFEE,
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1938 4£1213 PR - R&D OFAEH b M, 1948 4F, BRI L T2,
NET—=D—=7 74 73 LTOFREPHAE L7202 GF IR TH Y, $ix DFr
LWtz 2 L Twa Y, FtoeEGHICH 2o T, ZROBGOENLZ D) S+,

1933 4E 2133 — P O F IR~ D153 & B L 5 DO "tk D AR = 2=, &

W22 125 L, Grape-Nuts Flakes D REH D58 FIZEH#BLL 720
N7 —I% GF MR &2 RSB 228, FHaRE [EHo&] <, [72A) 0%

KETHPOBERDPHBESN TN, NNTF—=ZF, =7 T4 Y TOHEOBHETDH 5 |

ERABOEFEEZ > TWD Y, N7 —DFEIEFB 22w,

WIS, B2EEEIELOBFHD TR T — (DeBower, Herbert F.) & 33— X (Jones,
John G.) WZ2oWTHINT %o TART =X I8TA4EETN, VA4 A3 ¥ VRAEZE, WitE
Bk, 19114 X 0 AHI ORIAEE, 1919 4R ICHLRBE, 1940 4E 1258, Y a— v A
1869 AEEFE A F N, 7T — )V A RAEFER, 1888 /PR, R ikILOER =~ /B L, 1903
LR, WEEEBICHEDLY, AHIt— VA -2V vy —, 191564 L) 2 —aF—27 K Tt—
WA Yy TERGEE R EZH LTV D BEIEA,

(2) 1% Marketing Methods AR EEE

MBCS 7 & A2 b T, 1917 4EI12N b 5 — DO B3, Marketing Methods %5 5 % 3 FIAT &
n, PRV 27—~ sh, Ya—>r X (Jones, J. G.) ¥ Salesmanship and
Sales Management % 7%, B LU, A A —=— (Swinney, J. B.) 3 Merchandising % 19
BYFIAHAT SNz TOHRTHITEDS L OVNERREA TN B S T b, 1919 4 LUK,
T ¥ A DD 5B Marketing and Merchandising LB SN, WNF 7 —BLUOPZAAf—=—=»
Bilg, “ANIWEH L 2o T,

2T, VM4 EDFEEOFHT NN —1F, W 3FmH] L LT, =AY Y v T
L — VR A VRAY FBIVAEEZRT, SOICMHEICHEBTLREPDHE E 0, N
FI—DR—=F T4 T ORI IREICH B I L BN TH L, TR Z, B
EBRIZHED, L) DIFHEMEEIET S AL BMHAZHEGORGEOHE L S~OXfIH &
RRDEETRT D TIH o720

N T =@ 1911 FFOFEEL, BRI U T ), HEEFROREICMN, W5E
EHGE, VAR YUy TameiE, RBIEHIZOWTHBRNTW S,

C ORRGIEOEIRITBIFOMOEIEICD RON L E RN LBULTH S, BHLE2DOIL DI
1911 SEDOFEDF O H T MBCS 50—~ ANTH AV a v U D)ais - Woe - SEME (b
WEEs) 2X—7 74 Y7L V)FEEHCTIEEE L TNERT WL ETHDL, N
b T —13 1911 SEOF/ETIEMEE L I5E % merchandising D 2Dk E L, &N TOM S
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DEFEEZHE, WoEHE O MY 2 L BENOMIE D LT ZFE->Twb, LT, I
ez [FENTGO RS | B I [Z2OWiBREEBEORER] O "oORFiHe LT T
W7o, TOERBTIEEZ, NF—ZREREEBNOY =T T 4 Y 7 ORI D I
LTIEVwZanIHIcElz s,

L2 L, 19124127 % & Printers Ink 7 BI85 \C, Printz-Biederman #t (I AH 773
VIVBGESE) DILEHYEEAD 7 77 7 — (Fowler, R. E) EHiHZ ADHIIR 5 R& 2
LLMTH L Hh LM, B OGN EMNT, AR HATN LTS X OCHEE R
N R DT 2 T T B

7777 —0OFRHRIE, NN T =0 1914 FEOFE 10 BLE TR ST 5 =K,
Hit, WG IOREBEN T 2 B - i - B O 0 L 22— T 5, TTTHLRNIZR S
72DFR—=r T4 Y TRENREEFOMUE, OIS hE T 8, METEZ, NPT—D
P IR SR DI ANE L TV B I e Th b, HRIZ T XITHGE - Ihs%
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—f&R, WK, VEK, HHRFE

Marketing and Merchandising, 1925 4E, K

Merchandising, 1917 4, Swinney, J.B., AR, H4R3E

Marketing Methods, 1917 4, Butler, RS, BURHSZE R, KIRFEIEKR, IR, BHK

Marketing Methods and Salesmanship, 1916 4, Butler, R,S. and DeBower, H.F., BT K
(EZH)

Selling, Credit, and Traffic, 1913 4£, Butler, R.S. Galloway, L. & Kennedy, P., ZJ#E K
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1911 4¢, Juk, EK
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1.

Cost finding.
by Dexter S. Kimball. Alexander Hamilton Institute, 1919 (Modern business:v. 10).
EEMHEE 335 08/Mo13/10

Credit and the credit man.

by the editors in collaboration with Dwight E. Beebe ... [et al.]. Alexander Hamilton
Institute, 1919 (Modern business:v. 8).

EEEEE 335 08/Mo13/8

. Domestic and foreign exchange.

by E.L. Stewart Patterson. Alexander Hamilton Institute, 1919 (Modern business:v. 17).
EEEEE 335.08/Mo13/17

Economics of business.

by the editors in colfaboration with Joseph French Johnson and Frank L. McVey.
Alexander Hamilton Institute, 1919 (Modern business:v. 2).

BE4EERFE 335.08/Mo13/2

Marketing and merchandising.

by the editors in collaboration with Ralph Starr Butler and John B. Swinney. Alexander
Hamilton Institute, 1919 (Modern business:v. 5)

REHEEE 335 08/Mo13/5

Organization and control.

by Charles W. Gerstenberg/with the collaboration of Walter S. Johnson. Alexander
Hamilton Institute, 1919 (Modern business:v. 3).

EEMEEE 335.08/Mo13/3

Railway traffic.
by Edwin J. Clapp. Alexander Hamilton Institute, 1919 (Modern business:v. 14).

HEfEEE 335.08/Mo13/14

Accounting practice and auditing.

by John Thomas Madden. Alexander Hamilton Institute, 1917 (Modern business:v. 21).
R EfFEF 335.08/Mo13/21

Accounting principles.

by Thomas W. Mitchell Alexander Hamilton Institute, 1917 (Modern business:v. 9).
HRELEHFE 335.08/Mo13/9

Advertising campaigns.

by Mac Martin. Alexander Hamilton Institute, 1917 (Modern business:v. 13).
EEHEE 335.08/Mo13/13

. Advertising principles.

by Herbert F. De Bower. Alexander Hamilton Institute, 1917 (Modern business:v. 6).
HEFREF 335.08/Mo13/6

Business and the man.
by Joseph French Johnson. Alexander Hamilton Institute, 1917 (Modern business:v. 1).
REMEERF 335.08/Mo13/1

Corporation finance.

by William H. Walker/with the collaboration of Fred W. Field. Alexander Hamilton
Institute, 1917 (Modern business:v. 11).

REEEE 335.08/Mo13/11

Cost finding.
by Dexter S. Kimball. Alexander Hamilton Institute, 1917 (Modern business:v. 10).
HELEERE 335.08/Mo13/10

Credit and the credit man.

by Peter P. Wahistad/with the col laboration of Walter S. Johnson. Alexander Hamilton
Institute, 1917 (Modern business:v. 8).

HELEEE 335.08/Mo13/8

Economics of business.
by Frank L. McVey. Alexander Hamilton Institute, 1917 (Modern business:v. 2).
ERELEEE 335 08/Mo13/2

(H5PR) https:/library.u-gakugei.ac jp/mylimedio/search/link-result.do?nqid=2&mode=comp... ~ 2013/08/31
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23.

24.

25.

26.

27.
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The exchanges and speculation.
by Albert W. Atwood. Alexander Hamilton Institute, 1917 (Modern business:v. 20).
HEFREF 335.08/Mo13/20

Factory and office administration.
by Lee Galloway. Alexander Hamilton Institute, 1917 (Modern business:v. 4).

HEfHERE 335 08/Mo13/4

Financial and business statements.
by Leo Greendlinger. Alexander Hamilton Institute, 1917 (Modern business:v. 22).

REREEE 335.08/Mo13/22

Foreign trade and Shipping.

by Erich W. Zimmermann/with the collaboration of W. C. Clark. Alexander Hamilton
Institute, 1917 (Modern business:v. 15).

EEMEEE 335.08/Mo13/15

Insurance/Real estate.

by Edward R. Hardy/with the col laboration of Fred W. Field/by Walter Lindner/with the
col laboration of Alfred Bicknell. Alexander Hamilton Institute, 1917 (Modern
business:v. 18).

FEfEEF 355.08/Mo13/18

Investment.
by Edward D. Jones. Alexander Hamilton Institute, 1917 (Modern business:v. 23).

EEMEERH 335.08/Mo13/23

Marketing methods.
by Ralph Starr Butler. A. Hamilton Institute, 1917 (Modern business:v. 5).
HRELEEE 335.08/Mo13/5

Merchandising.
by John B. Swinney. Alexander Hamilton Institute, 1917 (Modern business:v. 19).

EEfEERFE 335 08/Mo13/19

Organization and control.

by Charles W. Gerstenberg/with the collaboration of Walter S. Johnson. Alexander
Hamilton Institute, 1917 (Modern business:v. 3).

REEEE 335.08/Mo13/3

Railway traffic.
by Edwin J. Clapp. Alexander Hamilton Institute, 1917 (Modern business:v. 14).
HEA5EE 335.08/Mo13/14

Auditing and cost finding.

Alexander Hamilton Institute, 1914 (Modern business:v. 11).
REfEEF 335.08/Mol3

Copyright (c) 1994-2006 RICOH COMPANY, LTD. All Rights Reserved.

(WFR) https://library.u-gakugei.ac.jp/mylimedio/search/link-result.do?nqid=2&mode=comp... ~ 2013/08/31
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Uneeda Biscuit
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NATIONAL BISCUIT COMPANY

Source: Courtesy of NABISCO INC

(AT ) Diana Twede,” Uneeda Biscuit:The First Connsumer Package?,” Journal of Macromarketing,
Fall 1997. p.87.



